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Sharing of Sponsored Advertisements on Social Media: A Uses and Gratifications Perspective 
Abstract 
Organisations are increasingly utilising social media to advertise to, and interact with, consumers. 
Sponsored advertisements embedded into targeted users’ social media feeds appear less invasive 
than standalone advertisements but, unlike organic postings, incur financial cost. Given that friends’ 
posts attract most attention, this research employs Uses and Gratifications theory to determine 
salient motivations for users’ intentions to share sponsored advertisements, framed in the tourism 
context. Survey data was collected (n=487) and analysis revealed altruism, entertainment, 
socialising, and information seeking to be significant positive drivers of intention to share tourism-
related sponsored advertisements on Facebook. Notably, information sharing was found to have a 
negative effect, while self-expression had no significant effect. In addition, the motivations were not 
found to significantly differ between males and females. This study contributes to theoretical 
understanding of users’ intentions to share sponsored advertisements within the social media 
environment and provides practical recommendations to help tourism marketers maximise reach.  
Keywords: Social Media, Sponsored Advertisements, Sharing, Uses and Gratifications, Gender 
Differences 
1. Introduction 
The sharing of, and exposure to, content has made social media a tool that marketers can leverage 
to build brand awareness and brand loyalty (Zhou et al., 2012). More than 4.75 million items are 
shared on Facebook daily and users are potentially exposed to more than 1500 pieces of individual 
content each time they visit the site (Fu et al., 2017). However, participation on some of the 
dominant social networks is beginning to decline (Gottbrecht, 2017) as excessive commercialisation 
dilutes their appeal. This threatens the core of many platforms’ business models and heightens the 
challenge for marketers to produce unobtrusive content which successfully engages target 
audiences. 
Advertising is a critical source of revenue for social media platforms - exceeding $9bn in the second 
quarter of 2017 for Facebook alone (Boland, 2017) - hence they offer a variety of advertising formats 
and advert reporting tools (e.g. Facebook, 2017; Pinterest, 2017; Snap Inc., 2017). However, further 
research of the effectiveness of advertising on social media is needed (Khang et al., 2012) as the 
increasing clutter of advertisements on platforms has caused growing concern among consumers 
about credibility. ‘Sponsored content’ is one attempt to address the issue (Cunningham & Bright 
2012); by embedding advertisements into the format of a social networking site where engagement 
is greatest (Lipsman et al., 2012), the sponsored advertisement format helps to reduce consumers’ 
scepticism (Tutaj & van Reijmersdal, 2012). 
While scholars have examined online sharing of user-generated content (UGC), research regarding 
motivations to share sponsored advertising - or marketer-generated content (MGC) - on social media 
is lacking. It has been found that overall UGC exhibits a stronger impact than MGC on consumer 
purchase behaviour (Goh et al., 2013) and that UGC on social media can equal the effects of large 
advertising spends on traditional media (Lee et al., 2017). Content sharing is especially useful for 
service industries such as tourism as their intangible nature and lack of trialability results in 
consumers seeking information from a variety of different sources during the research phase and 
making purchase decisions heavily influenced by the information gathered (Leung et al., 2013). 
Trustworthiness is a key antecedent in determining consumers’ decisions to use information on 
social media (Leung et al., 2013) but Burgess et al. (2011) found that there are differences in the 
level of trust for online travel information from different sources. Therefore, understanding and then 
harnessing motivations affecting intentions to share tourism-related sponsored advertisements will 
help reach and engage a wider audience to maximise return on investment. 
The structure of the paper is as follows. First the literature is discussed in relation to social media 
advertising and the importance of social media in the tourism industry. This is followed by an outline 
of the theoretical framework and hypotheses development. The paper then moves on to highlight 
the methods used for data collection and analysis, with further sections presenting and discussing 
the results with reference to theoretical and managerial implications. Finally, the paper is concluded, 
outlining limitations and suggestions for future research. 
2. Literature Review 
Numerous studies have been undertaken to explore the behavioural side of social media, including 
examination of factors influencing usage of the platform and/or its features (e.g. Chiu & Huang, 
2015; Idemudia et al., 2016; Smock et al., 2011), yet extant research regarding behaviour and 
sponsored advertisements on social media is limited. Cunningham and Bright (2012) explored how 
celebrity sponsors affect consumers’ attitudes towards advertisements on Twitter but not how 
attitudes are affected by brand sponsored advertisements. Murphy and Schram (2014) undertook a 
holistic review of what constitutes sponsored advertising and how it is being utilised on social media, 
but did not conduct an empirical investigation. Studies that have explored the effect of earned and 
owned social media on purchase intention did not decipher sub-types of ‘earned’ or ‘owned’ such as 
sponsored advertisements (e.g. Xie & Lee, 2015). Others have started to empirically consider how 
consumer privacy concerns influence attitudes towards sponsored advertisements on social media 
and general purchase intent (e.g. Lin & Kim, 2016) but findings are limited due to the lack of 
consideration of variances associated with different product/service categories.  
Research in the area of social media and tourism stresses the impact that this new communication 
technology is having in the industry, particularly in the areas of promotion, management, and 
research (Leung et al., 2013; Xiang & Gretzel, 2010). From the early 2000s research found that 
travellers utilise the internet to help in their decision making (Jeng & Fesenmaier, 2002). While many 
have noted the utmost importance of social media for the engagement and retention of consumers 
within the tourism and hospitality industry (Cabiddu et al., 2014; Hudson et al., 2015; Munar & 
Jacobsen, 2014; Yan et al., 2015), Harrigan et al. (2017) state that both social media and engagement 
within the context of tourism is under-researched. Akin to social media research more broadly, 
much research of social media within this industry is focused on sharing of UGC (e.g. Litvin et al., 
2008; Wu & Pearce, 2016; Xiang & Gretzel, 2010; Yan et al., 2015) rather than sharing of MGC such 
as sponsored advertisements. Moreover, according to a review by Zeng & Gerritsen (2014), social 
media research in the context of tourism has tended to adopt a qualitative approach, limiting the 
generalisability of findings. Thus, a quantitative exploration of sharing of tourism-related sponsored 
advertisements will not only offer theoretical contributions for social media researchers but also 
practical recommendations for tourism organisations.  
3. Theoretical Framework and Hypotheses Development  
Social media researchers have utilised numerous social psychology theories and concepts such as 
social identity theory (e.g. Lee et al., 2011; Yang & Lai, 2011), social capital theory (e.g. Choi & Scott), 
and need to belong theory (e.g. Ma & Chan, 2014; Ma & Yuen, 2011) to explain a variety of sharing 
behaviours. On the other hand, Uses and Gratifications (U&G) theory has been the dominant 
theoretical approach for studying how and why individuals utilise particular media for many 
decades. It identifies the needs and desires that an individual has to use a particular media channel 
(Katz et al, 1974). These provide the basis for the motivations of an individual to communicate which 
thus influences the type of media that they will use and how they use and interpret the content that 
the media facilitates (Rubin, 2009). Rather than looking at what it is that media does to people it 
looks at the functions that the media provides for people, considering the motivations of an 
audience as critical. Considered one of the most effective frameworks, scholars have used U&G 
theory to explore a variety of social media sharing behaviour, including sharing links (Baek et al., 
2011), news (Hanson & Haridakis, 2008; Lee & Ma, 2012) and photos (Malik et al., 2016; Sung et al., 
2016). Given that social psychology theories focus on relationship establishment and group 
behaviour, as well as the extensive application of U&G theory in examining the variety of 
motivations in social media, it was decided that U&G was an acceptable theoretical foundation for 
the study.  
The dominant U&G factors identified by social media literature are entertainment, socialising, 
information seeking, and self-expression (Lee & Ma, 2012; Park et al, 2009). However, in order to 
formulate a comprehensive model for this study, the numerous motivations considered in 49 studies 
of sharing in a social media or online context were analysed. In addition to this, 53 studies that 
utilise U&G theory in a social media context but not specifically related to sharing behaviour were 
also identified and motivations explored. From this review, six motivations were selected to build a 
conceptual model (Figure 1) of users’ intentions to share tourism-related sponsored advertisements 
on social media, namely: entertainment, altruism, information sharing, information seeking, 
socialising, and self-expression. 
3.1. Entertainment 
The entertainment gratification refers to the way in which social media enables individuals to pass 
time, escape their everyday lives, and engage in behaviours they find entertaining. Literature on 
sharing behaviour has identified entertainment as a strong motivation (e.g. Baek et al., 2011; Holton 
et al., 2014; Malik et al., 2016; Sung et al., 2016; Taylor et al., 2012), with U&G studies also finding 
that it is one of the most dominant gratifications (e.g. Lee & Ma, 2012; Park et al, 2009). 
Entertainment has been associated with link sharing (Holton et al., 2014), news sharing (Hanson & 
Haridakis, 2008), online advertisement sharing (Taylor et al., 2012), as well as photo sharing (Malik 
et al., 2016). The use of social networking sites by brands enables entertainment through their use 
of the platform and the content they post (Kim & Ko, 2012). Content that facilitates entertainment 
for individuals on social media may provoke them to be more involved in interacting with others to 
discuss it (Lee & Ma, 2012). Given that the nature of tourism is experiential and about facilitating the 
enjoyment of experience (Babin et al., 1994) it is suggested that:  
H1: Entertainment has a positive effect on consumers’ intentions to share tourism-related 
sponsored advertisements on Facebook 
3.2. Altruism 
The motivation of altruism reflects an individual’s desire to help others (Batson, 1987), differing from 
the motivation of concern for consumers in that those motivated by altruism share information 
merely because of the enjoyment of helping others. Studies concerning sharing on social media have 
highlighted an altruistic motivation (e.g. Ho & Dempsey, 2010; Ma & Chan, 2014; Munar & Jacobsen, 
2014). Lee & Kim (2011) found that consumers view UGC on social media as being motivated by 
altruism, unlike advertising generated by advertisers. Existing tourism literature also highlights an 
altruistic motivation for sharing within the social media environment (e.g. Wang & Fesenmaier, 
2003; Wu & Pearce, 2016). Yoo & Gretzel (2011) found that consumer-generated travel media was 
motivated by altruism. Consumers high in this motivation are informative and efficient in their 
approach to helping other people, and are more likely to rely on factual content (Bronner & de 
Hoog, 2011); therefore, it is suggested that consumers motivated by this are likely so share 
sponsored advertisements on Facebook.  
H2: Altruism has a positive effect on consumers’ intentions to share tourism-related 
sponsored advertisements on Facebook 
3.3. Information Sharing 
Information sharing refers to the motivation to provide information for others. Studies on sharing 
behaviour in both an online and social media context have validated the positive effect of the 
information sharing motivation (e.g. Alhabash et al., 2014; Baek et al., 2011; Holton et al., 2014; 
Johnson & Yang, 2009; Karnik et al., 2013; Liu et al., 2010; Malik et al., 2016; Quinn, 2016). However, 
prior studies that identified information sharing as a significant positive predictor of behaviour were 
focussed on non-commercial contexts, which are not directly comparable with this study. For 
example, Malik et al. (2016) focused on the sharing of digital photos on Facebook which, unlike 
commercially sponsored advertisements, are very personal in nature. There are already a variety of 
dedicated platforms to share tourism-related information. Therefore, because of the commercial 
nature of tourism-related sponsored advertisements on platforms like Facebook, consumers 
motivated to share content for informational purposes may not be inclined to share this type of 
content. Users may perceive that, due to the bombardment of marketing messages already on social 
media, sharing tourism-related sponsored advertisements will only serve to increase clutter rather 
than provide useful information, which users feel is an important characteristic of information 
shared on social networking sites (Ren et al., 2012). Therefore, while consumers motivated to 
provide information to others may be inclined to share information about first-hand tourism-related 
experiences they may not feel the same about sponsored advertisements on social media. 
H3: Information sharing has a negative effect on consumers’ intentions to share tourism-
related sponsored advertisements on Facebook 
3.4. Information Seeking 
Information seeking is one of the most commonly identified gratifications of social media (e.g. 
Dunne et al., 2010; Johnson & Yang, 2009; Kim et al., 2011; Lee & Ma, 2012; Park et al, 2009) and 
refers to the search for information and the act of learning through the consumption of information. 
Studies of sharing behaviour in both an online and social media context have validated the 
information seeking motivation (e.g. Kairam et al., 2012; Kim, 2014; Oh & Syn, 2015; Raacke & 
Bonds-Raacke, 2008). The only study in the sharing literature that has found information seeking not 
to have a significant effect on behaviour was Hanson & Haridakis (2008) in the context of traditional 
and comedy news sharing on YouTube. Raacke & Bonds-Raacke (2008) identified ‘to learn about 
events’ as one of the gratifications on Myspace and Facebook, whereby individuals will actively 
engage in information seeking to enhance their decision making. Due to the intangible nature of 
tourism, consumers often use the internet to seek out information to help them make a more 
informed decision (Jeng & Fesenmaier, 2002). The internet and subsequent rise of social media has 
had a colossal impact on the way that information is both sought and shared, especially in relation to 
the tourism and hospitality industry (Xiang & Gretzel, 2010). Therefore, consumers may be inclined 
to share tourism-related sponsored advertisements on Facebook as a result of motivations to seek 
information. 
H4: Information seeking has a positive effect on consumers’ intentions to share tourism-
related sponsored advertisements on Facebook 
3.5. Socialising 
Socialising in the context of U&G refers to the need to build and develop relationships and connect 
with others. The fundamental nature of social media is participatory, through which the sharing of 
content is both a form of expression and means of relationship building (van House et al, 2005). The 
mere act of sharing content online means that relationships are created and maintained specifically 
with individuals that show a particular interest, opinion or problem concerning the content shared. 
When individuals interact with each other they achieve a sense of belonging, which is an innate 
human need. Social interaction has been identified as a significant factor related to social media use 
(e.g. Ho & Dempsey, 2010; Ma & Chan, 2014; Ma & Yuen, 2011; Park et al, 2009). The majority of 
U&G research on social media has elaborated on a social gratification, through which people enjoy 
forming ties with others and facilitating continued interaction (e.g. Alhabash et al., 2012; 
Hollenbaugh & Ferris, 2014; Quinn, 2016; Smock et al., 2011). To meet social needs, tourism 
literature suggests that individuals will communicate with others and participate in the relevant 
environments (Yoo & Gretzel, 2008). The interaction that consumers have with each other has also 
been found to influence attitudes towards advertising (de Gregoria & Sung, 2010) and Wolny & 
Mueller (2013) found that those who are motivated by social interaction are more likely to engage in 
brand related eWOM more frequently than those who are not. Therefore, it is hypothesised that: 
H5: Socialising has a positive effect on consumers’ intentions to share tourism-related 
sponsored advertisements on Facebook 
3.6. Self-Expression 
The self-expression gratification relates to the need for expression of one’s self and personal 
experiences with others. In the context of sharing, self-expression has been linked to viral marketing 
(Ho & Dempsey, 2010), information sharing (Kairam et al., 2012), music sharing (Lee et al., 2011), 
sharing of online advertisements (Taylor et al., 2012), online community contribution (Wang & 
Fesenmaier, 2003), tourism experience sharing (Wu & Pearce, 2016), and photo sharing (Malik et al., 
2016). Self-expression is also highlighted within the U&G literature (e.g. Alhabash et al., 2014; 
Balakrishnan & Shamim, 2013; Johnson & Yang, 2009; Kim, 2014). In their study on information 
sharing on Google+, Kairam et al (2012) found that desire to share about oneself or self-expression is 
one of the two primary reasons for sharing, with the other being the value of content shared.  
Within this motivation, individuals highlighted the need for sharing of personal experiences and 
sharing their stories with others. Self-expression is a notable motivation in services and hedonic 
experiences such as tourism; for example, respondents in Wu & Pearce’s (2016) study, which 
explored motivations behind writing an overseas travel blog, most strongly agreed with items 
measuring self-documentation and sharing. As the sharing of tourism-related sponsored 
advertisements on social media may be a way for consumers to show their personality, it is 
proposed that: 
H6: Self-expression has a positive effect on consumers’ intentions to share tourism-related 
sponsored advertisements on Facebook 
3.7. Gender 
Market segmentation is an essential part of marketing strategy and gender continues to be one of 
the most common forms of segmentation in marketing practice. However, it appears that gender 
differences are becoming less clear-cut. Even in earlier research, although statistically significant, 
only small effect sizes were found for gender differences in computer-related attitudes and 
behaviour (e.g. Whitely Jr, 1997), and newer research has found that the gender gap is closing 
(Imhof et al., 2007; Pascual-Miguel et al., 2015; Taylor et al., 2011). As Eisend (2010) found that 
marketers tend to react to gender-related developments in society and use existing values in a 
society, confirming or refuting gender differences will help to prevent offending consumers through 
inappropriate sponsored advertisement strategies. 
Advertisements on Facebook have been found to have a greater effect on females than males 
(Hargittai & Hsieh, 2010). Research has found that although internet use is not affected by gender 
(Fallows, 2005), motivations on how time is spent whilst in this online environment signifies inherent 
differences. For example, females are more likely to be motivated by social interaction and 
relationship maintenance than males who are more likely to be focused on information seeking 
activities (Guadagno & Cialdini, 2002; Lucas & Sherry, 2004; Weiser, 2000). Previous research has 
found evidence for differences in males and females when engaging in information sharing 
behaviour in blogs (Lu et al., 2010), suggesting that this may also be a moderator affecting other 
social media sharing behaviours. Both males and females have been found to engage in altruistic 
behaviours (e.g. Eisenberg & Fabes, 1998). However, it has been suggested that study characteristics 
and type of helping behaviour play an important role in determining the differences between 
genders with regards to altruism (Eagley and Crowley, 1986). Gender has also been found to be an 
influential factor for self-expression on blogs (Argamon et al., 2007). Based on the existing research 
it is suggested that gender will affect the motivations of consumers’ intentions to share tourism-
related sponsored advertisements on social media.  
H7: Gender moderates the proposed model’s hypotheses in the UK context 
 Figure 1. Conceptual Model 
4. Method 
A survey method was employed given the availability of validated scales measuring the defined 
constructs. Following a covering letter and qualifying questions, the survey comprised of two 
sections. The first section requested demographic information and provided contextual details, 
including two tourism-related sponsored advertisement examples (Appendix 1) in order to solicit a 
real-time, instead of a recall, response and enhance measurement reliability. The second section of 
the survey contained the measurement items. Constructs were measured using multiple items from 
existing research (Appendix 2), selected from a review of previous studies’ scales that were 
consistent with the definitions of the constructs in this research. Items were measured using a 
seven-point Likert scale, anchored by strongly disagree and strongly agree.  
The target population consisted of UK Facebook users aged 18 and over. Due to the constraints 
around privacy and access to the Facebook platform it was unfeasible to secure a reliable sampling 
frame of UK based Facebook users. Therefore, it was deemed appropriate to use non-probability 
techniques of convenience and snowball sampling. Both paper-print and web-based survey 
approaches were employed in order to maximize participation, which were identical in content and 
structure. The link to the online survey was distributed via social media platforms and the offline 
survey was distributed at an institution with more than 15,000 undergraduate/postgraduate 
students and 3,000 staff.  
Structural equation modelling (SEM) was used for quantitative data analysis as it allows 
simultaneous analysis of all relationships of both observed and latent variables (Tabachnick & Fidell, 
2007) and also accounts for measurement error (Gefen et al., 2000; Hair et al., 2006) providing 
overall model fit statistics. Adhering to the two-stage analytical process, confirmatory factor analysis 
was conducted in AMOS v.22, followed by analysis of the structural paths to examine the proposed 
hypotheses. 
5. Results 
A total of 531 responses were collected and, following screening and cleaning of the data in SPSS, 
487 usable responses were retained. The sample consisted of slightly more male respondents 
(51.5%) compared to female (48.5%). Most respondents fell into the youngest three categories of 
18-24 (30.4%), 25-34 (26.9%), and 35-44 (24.4%), with the fewest respondents in the 65+ category 
(3.9%). 80.5% of respondents classified themselves as “White: English/ Welsh/ Scottish/ Northern 
Irish/ British” (Table 1). 
Variable Group Frequency Percentage 
Gender Male 251 51.5 
Female 236 48.5 
Age 18-24 148 30.4 
25-34 131 26.9 
35-44 119 24.4 
45-54 46 9.4 
55-64 24 4.9 
65+ 19 3.9 
Ethnicity White: English/ Welsh/ Scottish/ Northern Irish/ British 392 80.5 
White: Irish 14 2.9 
White: Gypsy or Irish Traveller 1 0.2 
Any other White Background 18 3.7 
Black: African 6 1.2 
Black: Caribbean 3 0.6 
Any other Black background 1 0.2 
Asian: Indian 9 1.8 
Asian: Pakistani 8 1.6 
Asian: Bangladeshi 5 1 
Asian: Chinese 6 1.2 
Any other Asian background 1 0.2 
Mixed/ multiple ethnic group: White & Black Caribbean 6 1.2 
Mixed/ multiple ethnic group: White & Black African 2 0.4 
Mixed/ multiple ethic group: White & Asian 5 1 
Any other ethnic group background 6 1.2 
Prefer not to say 4 0.8 
Table 1. Descriptive Information 
Examining the contextual items from the survey (Table 2), an overwhelming 76.4% of respondents 
had been Facebook users for more than four years, with only 1.2% of respondents having been 
Facebook users for one year or less. The majority of respondents spent between 31-59 minutes on 
Facebook per day (27.7%) with only 6.2% spending more than 3 hours per day. The number of 
‘friends’ respondents had on Facebook varied with 23.2% having up to 100 but 22.6% having 501+. 
83.8% of respondents had not shared tourism-related sponsored advertisements on Facebook 
before. 
 
Variable Answer Frequency Percentage 
Length of time as a Facebook user  1 year or less 6 1.2 
1-2 years 24 4.9 
2-3 years 36 7.4 
3-4 years 49 10.1 
More than 4 years 372 76.4 
Time spent on Facebook per day Less than 10 minutes 53 10.9 
11-30 minutes 122 25.1 
31-59 minutes 135 27.7 
1-2 hours 115 23.6 
2-3 hours 32 6.6 
more than 3 hours 30 6.2 
Number of Facebook friends 0-100 113 23.2 
101-200 90 18.5 
201-300 94 19.3 
301-400 49 10.1 
401-500 31 6.4 
501+ 110 22.6 
Shared tourism-related sponsored 
advertisements on Facebook before 
Yes 79 16.2 
No 408 83.8 
Table 2. Contextual information 
5.1. Measurement model 
Prior to CFA, the measurement model was assessed for both construct reliability and validity (Table 
3). Cronbach’s alpha was used to test measurement reliability, with all values higher than the 
recommended 0.7 threshold (Nunnally, 1994). Composite reliabilities (CR) were also higher than the 
recommended value of .70 (Hair et al., 2010), with CR values greater than AVE values, demonstrating 
internal consistency. The overall model fit was assessed by five goodness-of-fit measures: Normed 
Chi-square (CMIN/df), Adjusted Goodness of Fit (AGFI), Comparative Fit Index (CFI), Parsimony 
Normed Fit Index (PNFI), and Root Mean Square Error of Approximation (RMSEA). For the model to 
have sufficiently good fit these measures needed to be < 3, ≥ .80, ≥ .95, > .50, ≤ .70 respectively. 
Through analysis of the model fit indices, standardized regression weights, covariance modification 
indices, and standardized residual covariance estimates, it was decided to remove INSH2, SOC2, SE3, 
and ALT4. This significantly improved the model fit indices to within the recommended values 
(CMIN/df 2.687; AGFI .876; CFI .967; PNFI .765; RMSEA .059). 
Construct Variables Standardised 
Loadings 
Construct 
Reliability 
Composite 
Reliability 
AVE 
Entertainment ENT1 .85 .885 .893 .678 
ENT2 .84 
ENT3 .86 
ENT4 .70 
Altruism ALT1 .81 .879 .877 .705 
ALT2 .84 
ALT3 .87 
ALT4 .83 
Information 
Sharing 
INSH1 .81 .814 .832 .623 
INSH2 .82 
INSH3 .70 
INSH4 .84 
Socialising SOC1 .83 .883 .870 .691 
SOC2 .79 
SOC3 .82 
SOC4 .80 
Information 
Seeking 
INSE1 .83 .949 .945 .812 
INSE2 .93 
INSE3 .95 
INSE4 .92 
Self-
Expression 
SE1 .87 .933 .904 .759 
SE2 .86 
SE3 .90 
SE4 .89 
Behavioural 
Intention 
INT1 .95 .969 .970 .914 
INT2 .96 
INT3 .96 
Table 3. Construct reliability, composite reliability and AVE values 
5.2. Structural model  
Model fit of the structural model was good (CMIN/df 2.687; AGFI .876; CFI .967; PNFI .765; RMSEA 
.059). Path analysis revealed that five of the structural hypotheses were supported (Table 4). The 
effects of entertainment (γ = .458, p =.001), altruism (γ = .376, p = .001), information seeking (γ = 
.223, p = .005), and socialising (γ = .160, p = .021) on sharing intention were all significant and 
positive, thus H1, H2, H4, and H5 were supported. Information sharing (γ = -.429, p = .007) had a 
significant negative effect on intention to share tourism-related sponsored advertisements on 
Facebook, supporting H3. Self-expression (γ = .076, p = .172) was the only non-significant predictor, 
thus H6 was not supported. The model explained 53% of variance in intention to share tourism-
related sponsored advertisements. 
Hypothesis Proposed  
effect 
Estimates Result 
SRW p-value 
H1 Entertainment → BI + .458 .001 Supported 
H2 Altruism → BI + .376 .001 Supported 
H3 Information sharing → BI - -.429 .007 Supported 
H4 Information seeking → BI + .223 .005 Supported 
H5 Socialising → BI + .160 .021 Supported 
H6 Self-expression → BI + .076 .172 Rejected 
Table 4. Results of hypotheses testing 
In order to examine the moderation effect of gender, the data was divided into two groups: 251 
males and 236 females. The chi-square difference test (Table 5) revealed measurement invariance 
between the two groups. The addition of constraints on structural paths did not lead to significant 
differences at the 95% confidence level, thus groups were not different. Therefore, it was concluded 
that gender did not significantly moderate the proposed hypotheses and H7 was rejected. 
Model χ² df χ²/df CFI RMSEA Nested 
model 
∆χ² ∆df p-
value 
1. Unconstrained 896.907  408  2.198 9.54 .050     
2. Measurement weights 
constrained 906.621 424 2.138 9.54 .048 2-1 9.714 16 .881 
3. Measurement weights 
and structural paths 
constrained 910.926 430 2.118 9.55 .048 3-2 4.305 6 .635 
Table 5. Results of invariance testing 
6. Discussion 
This study adopted U&G theory to explore motivations to share tourism-related sponsored 
advertisements on social media. The results of this research found that entertainment was the most 
significant predictor of intention to share tourism-related sponsored advertisements. The results of 
this study are concurrent with current literature that has found enjoyment to be a crucial factor that 
influences how users behave within social networks. A study by Celebi (2015) found that consumers 
who are highly motivated by entertainment have more favourable attitudes towards advertising on 
the internet, which is also echoed in a study by Zhou & Bao (2002). Celebi (2015) also found that 
entertainment was positively related to Facebook advertising which subsequently affected the use 
of Facebook features including one-to-many communication features such as the sharing function. 
Thus, it can be concluded that consumers are motivated to share tourism-related sponsored 
advertisements on Facebook based of the perceived entertainment value which makes them 
respond more positively, resulting in the intention to share. 
Altruism has also been found to exist in most decisions to contribute on social media (Wang & 
Fesenmaier, 2004). Results of this study revealed that altruism was the second most positive 
motivation behind intention to share tourism-related sponsored advertisements on Facebook. The 
messages conveyed by consumers on social media such as Facebook are seen to be motivated by 
altruism, unlike those that come directly from the advertiser (Lee & Kim, 2011). Previous studies 
have found that consumers are also likely to share tourism-related UGC for altruistic purposes (e.g. 
Wu & Pearce, 2016; Yoo & Gretzel, 2011).  
The results of this study establish that gratifications of information sharing negatively affect 
intention to share tourism-related sponsored advertisements on social media. This suggests that 
individuals who are more motivated to share content for the purposes of information sharing are 
less inclined to share tourism-related sponsored advertisements. While sponsored advertisements 
may appear more credible given that they are embedded into an individual’s newsfeed, they are still 
commercial in nature. The proliferation of platforms where users can share and access endless 
tourism-related UGC (Munar & Jacobsen, 2014) perhaps offers sufficient information that is also 
perceived as more trustworthy (Leung et al., 2013), hence the resistance by those motivated to 
share content for the purposes of information sharing to share tourism-related sponsored 
advertisements.  
It has been found that travellers are more likely to utilise social media while they are searching for 
information before making a purchase decision (Xiang & Gretzel, 2010). The finding of this study that 
information seeking positively affects sharing intentions of tourism-related sponsored 
advertisements suggests that users want to garner their network’s opinions as a result of sharing this 
type of content. Raacke & Bonds-Raacke (2008) identified ‘to learn about events’ as one of the 
gratifications on Myspace and Facebook, whereby individuals will actively engage in information 
seeking to enhance their decision making, and it appears that users have similar motivations behind 
sharing tourism-related sponsored advertisements.  
The results of this research found that socialising was also a significant predictor of intention to 
share tourism-related sponsored advertisements on social media; however, it had the smallest 
significant effect of the motivations considered. Social networking sites such as Facebook facilitate 
the connection and maintenance of relationships between individuals (Kane et al., 2009), enabling 
social ties to be strengthened. Munar & Jacobsen (2014) found that social connections were one of 
the most significant predictors for sharing tourism experiences through social media. Fu et al (2017) 
also found that individuals were more likely to re-share content that their friends had already shared 
on Facebook, as this was a way of ensuring that their entire network received the same information. 
Tourists are utilising social networking sites for a variety of reasons including maintaining social 
connections, sharing tips and experiences with each other, and finding others to travel with, hence 
users may surmise that sharing tourism-related sponsored advertisements may provide a stimulus to 
satisfy social gratifications.  
Contrary to H6, the results of this research found that self-expression was the only motivation that 
did not significantly affect intention to share tourism-related sponsored advertisements on social 
media. Lee et al (2011) found that self-expression was the only significant factor to influence social 
identity through social presence in their study on music sharing behaviour on social networks. This 
suggests that individuals are concerned with egotistic motivations that are self-serving rather than 
motivations which are perhaps altruistic in nature. As altruism and socialising were found to be 
significant predictors of intention to share tourism-related sponsored advertisements, it could be 
posited that these two motivations conflict with self-expression in this context. Thus, individuals 
who are motivated to share based on an altruistic or social basis are not motivated to do so for 
purposes of self-expression. On the other hand, it may be that as an individual already has a variety 
of ways to easily express personal tourism experiences the sharing of MGC is not perceived as an 
appropriate method to express their original and alternative forms of self.  
Gender was not found to have any significant moderating effect which could be linked to increasing 
gender equality in the UK, giving support for newer research which has found that the gender gap is 
closing (Imhof et al., 2007; Pascual-Miguel et al., 2015). Past research has shown clear differences 
between genders in terms of socialising and information seeking (e.g. Guadagno & Cialdini, 2002; 
Lucas & Sherry, 2004; Weiser, 2000), information sharing (e.g. Lu et al., 2010), altruism (e.g. 
Eisenberg & Fabes, 1998), and self-expression (e.g. Argamon et al., 2007). As the bombardment of 
content on social media is not gender specific it may be that the motivations to add to the existing 
clutter are the same for both males and females in the context of sharing tourism-related sponsored 
advertisements.  
6.1. Theoretical implications 
Research considering sharing behaviours on social media has focused heavily on mechanisms such as 
blogging. Jansen et al (2011) noted that sharing information within social networking sites needs 
more attention given that sharing on other platforms is much better understood. This study 
contributes to theory in providing a conceptually grounded and empirically tested model of U&G to 
explain individuals’ motivations to share sponsored advertisements on the social networking site 
Facebook. While the model has been validated in the context of tourism-related sponsored 
advertisements, it can be applied to explore other types of sponsored advertisement which will 
further contribute to understanding the mechanisms that make advertisements successful in the 
social media environment. Furthermore, the quantitative approach adopted offers a valuable 
addition to tourism research which has tended to adopt a qualitative approach, and the large sample 
of UK consumers contributes to U&G literature as the theory has rarely been applied in the UK 
context. Finally, given that gender was not found to have a moderating effect, further evidence has 
been provided of the closing of the gender gap in terms of digital media.  
6.2. Practical implications  
This study has taken a step to answers calls to explore how technology can be utilised by an 
organisation for better promotion of their product or service (Kannan & Li, 2017). Understanding 
why consumers share specific types of content online is critical for organisations if they want to 
effectively use this resource. This study identified five motivations as significant factors affecting 
intention to share sponsored advertisements - altruism, entertainment, socialising, information 
sharing, and information seeking - suggesting organisations can develop more appropriate 
advertisements reflecting the importance of these different motivations. Given that information 
sharing was found to be negatively related to intention it may be necessary for organisations to 
approach paid social media marketing differently (Gossieaux & Moran, 2010). This study revealed 
that entertainment was the strongest predictor of intention to share tourism-related sponsored 
advertisements on Facebook. Therefore, tourism organisations should focus on making their 
sponsored advertisements entertaining rather than trying to provide information through this 
medium. 
Brands should only engage in utilising Facebook for advertising purposes if they are prepared to fully 
engage with the user and spend time building and maintaining a relationship (Brettel et al., 2015). 
Maurer & Weigmann (2011) suggest organisations should focus on ‘friendvertising’ and build 
relationships with consumers to maintain their loyalty rather than trying to utilise social media for 
commercial purposes. There has also been much research that shows that UGC is preferred by 
consumers rather than MGC. However, by creating sponsored advertisements that appeal to the 
motivations identified in this study, tourism organisations are likely to see their content reach a 
wider audience as a result of user sharing. Given that this study revealed that not many consumers 
have shared tourism-related sponsored advertisements on Facebook before, tourism organisations 
could attempt to encourage this behaviour by rewarding those who share one of their sponsored 
advertisements with something that satisfies the salient motivations. 
7. Conclusion 
Several studies have utilised U&G theory to understand why consumers use social media but there 
has been less research applying the theory to understand the motivations of specific behaviours on 
social media. Additionally, there has been no previous research using U&G theory in the context of 
sharing sponsored advertisements on social media, and more specifically in the tourism context. 
Therefore, this study contributes to a variety of literature through validation of the model in the 
context of sharing tourism-related sponsored advertisements via social media. This study identified 
altruism, entertainment, information seeking, socialising, and information sharing as significant 
motivations affecting behavioural intention to share sponsored advertisements. This is especially 
useful within the marketing context to help brands understand and develop their strategies to 
encourage users of social media to share these advertisements. 
7.1. Limitations and future research 
Despite its contributions this study is not without limitations and these provide fruitful avenues for 
further research. Firstly, this study was undertaken in the context of tourism-related sponsored 
advertisements and consequently findings may not be generalizable to other industries. Future 
research should seek to understand whether the motivations highlighted in this study are still 
significant in other contexts. Given that gender was not found to be a significant moderating 
variable, future research could explore other potential moderating variables, for example age and 
personal innovativeness. On the other hand, further research might adopt an experimental approach 
utilising gender-specific tourism-related sponsored advertisements to explore differences. Thirdly, 
this research utilised both convenience and snowball sampling methods which are associated with 
less generalisability. Therefore, future research should seek to utilise random samples to test the 
proposed model. Finally, this study was undertaken in the UK and therefore findings may not be 
generalised to other countries. Future research should utilise the validated model in other contexts 
to investigate the possibility of cultural influences on motivations. The reasons that people use social 
networking sites has been found to be related to the inherent social and individual needs of people, 
meaning the U&G an individual has from using a particular social media platform are not the same 
for everyone. Thus, individual difference indicators between consumers should be examined to 
understand the differing motivations between consumers. 
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Appendix 2 
Construct Item Source 
Self-Expression I share content on Facebook to show my personality Alhabash et al., 
2014 I share content on Facebook to tell others about myself 
I share content on Facebook because it reflects who I am Taylor et al., 2012  
I share content on Facebook because it is consistent with 
how I want to present myself to others 
Altruism I share content on Facebook because I enjoy helping others Wasko & Faraj, 
2005 I share content on Facebook because It feels good to help 
others solve their problems 
I share content on Facebook because I want to inspire 
others 
Wu & Pearce, 2016 
 
I share content on Facebook to give to others 
Entertainment I share content on Facebook because its enjoyable Baek et al., 2011 
 I share content on Facebook to relax 
I share content on Facebook because it is entertaining Balakrishnan & 
Shamim, 2013 I share content on Facebook to pass time 
Information 
Sharing 
I share content on Facebook to provide information Baek et al., 2011 
 I share content on Facebook to share information that 
might be useful to others 
I share content on Facebook to share information about 
my special interests 
I share content on Facebook to make decisions Cheung et al., 2011 
Socialising I share content on Facebook to maintain relationships with 
people 
Hollenbaugh & 
Ferris, 2014 
 I share content on Facebook to communicate with 
likeminded people 
I share content on Facebook to gain a sense of belonging  
I share content on Facebook to meet new people Balakrishnan & 
Shamim, 2013 
Information 
Seeking 
I share content on Facebook to do research Kim et al., 2011 
 I share content on Facebook to learn 
I share content on Facebook to get new ideas  
I share content on Facebook to get information  Kim, 2014 
Intention to 
Share 
I intend to share tourism-related sponsored 
advertisements on Facebook 
Lee & Ma, 2012 
 
I expect to share tourism-related sponsored 
advertisements on Facebook 
I plan to share tourism-related sponsored advertisements 
on Facebook 
 
